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ABSTRACT
The broad objective of the study is to impact the influence of political messages on electorate choice of candidates. The specific objectives whatsapp include to examine students understanding on political whatsapp advertising messages, Examine their perception of political whatsapp advertising message and What are the factors that determine electoral choice of voting candidates. This study focuses its attention on the impact of political messages on opinion. However, with the aid of questionnaire as an instrument to ferrets people’s hundred (100) respondents and will be conducted within January to May 2024. The questionnaire selected for this study contains both structured and unstructured items and findings, it is deduced that despite the fact that many Nigerian electorates perceive political messages as deceptive, it has a positive influence on the voting decision of votes; as the ethnic electorate, however, it is not the sole reason why they cast their level of influence on the voting decision of Nigerian electorates should be not allow them get carried away by political messages; rather they should cast their vote for aspirants who have true determine by considering the areas of contributions made by the aspirant especially if he/she has a previous political history and for such aspirants for judgment.

i

CHAPTER ONE
1.0	INTRODUCTION
1.1	BACKGROUND OF THE STUDY
New media as a means of conveying WhatsApp messages in mass communication is widely used by individual or groups including political parties. Today many political parties use new media, namely the internet as their political communication channel for young people. Young people as millennial generation public room a potential group for political parties to get greater support. The number of young voters in each general election continues to increase in each generation. In 2010, the number stood at 40.7 million. The General Election Commission (KPU) announced the number of young voters across Indonesia rose to 57.6 million in 2014 and further moved up to an estimated 60 million in 2019. Since young voters as millennial generation have great potential to increase votes, many political parties send their political WhatsApp messages through new media used by young voters.
The political WhatsApp messages are expected to grow political awareness on the part of the millennial generation. In addition, the millennial generation is also expected to have high political participation. But how far is the influence of WhatsApp messages in social political awareness and political participation of the millennial generation still has to be studied and researched further. Hence this research aims to study the influence of the political WhatsApp messages in new media on political awareness and its impact on the political participation of the millennial generation.
Several researchers have conducted searches on the role of mass media including Afzal Maksum (2011) in his research titled “New Media and Phenomenon of Political Communication in Regional Head Election in Banten Province” in 2011 published in Ultima Comm Journal, Vol. III, No. 2, December 2011. The result of a research conducted by Afzal shows that regional head candidates have social networking such as Facebook and Twitter. However, they are less interactive (only one-way communication) so that they receive less responses from the general public.
The research conducted by Afzal puts more emphasis on the political WhatsApp messages conveyed through mass media in the regional head election than on the impact of the political WhatsApp messages. This is different from this research which studies not only political WhatsApp messages but also the impact of the political WhatsApp messages in media on the political awareness and participation of millennial generation in particular. Other research on the role of mass media has also been jointly conducted by the Atikah Rathnamulyan and Beddy Iriawan Maksudi (2018) in their research titled “The Role of Social Media in Increasing the Participation of First-Time Voters among Students in Bogor Regency” published in Sosiohumaniora Journal, Vol. 20 (2). The result of the research conducted by Ika and Beddy is almost the same as that of the research conducted by Afzal that politicians are still unable to take advantage of the internet-based social media application to increase the participation of first-time voters among students in Bogor Regency. While Ika and Beddy focus more on the management of social media by politicians in conveying political WhatsApp messages, they do not study the impact of the political WhatsApp messages conveyed through mass media on the general public awareness and participation of the research in which becomes the objective of this research. It shows that mass media have a significant role and influence on the behaviour of the general public, including in deciding political choices as Nugraha and his colleagues did in their research (2016).
1.2	STATEMENT OF THE RESEARCH PROBLEM
Political advertising has been a phenomenon in which voters are being informed to vote during elections and the impact of such advertising remains unknown. The harsh tone of political WhatsApp messages, the often controversial techniques employed by the political advertisers, and the fact that the competing claims made in campaign advertisements are not bound to have raised questions about the goals of political WhatsApp messages. Many critics have suggested that political advertisers see voters at any cost, including a degraded sense of public regard for the candidates and the electoral process. Perhaps, the amount of negativity featured in political campaign is designed to shrink the market rather than increase the sponsor’s relative share, discouraging people from voting for a particular party or individual is much more than persuading supporters of one candidate to vote for the opponents.
1.3	OBJECTIVES OF THE STUDY
The broad objective of the study is to examine impact of political WhatsApp messages on electorate’s choice of candidates in election. Specific objective include to:
i. Examine youth understanding on political WhatsApp advertising messages
ii. Examine their perception of political WhatsApp advertising message and
iii. What are the factors that determine youth voting decision
1.4	RESEARCH QUESTIONS
The following research questions were raised for this study:
1. What do youth understand by political WhatsApp advertising messages?
2. What is their perception of political WhatsApp message? and
3. What are the factors that determine youth voting decision?
1.5 	SIGNIFICANCE OF THE STUDY
This study is important now, since election has become a phenomenon in Nigeria. In some countries, election holds every four or five years but in Nigeria election holds every election at various levels as a result of staggered elections. Nigerian politicians are found of name calling and making use of foul WhatsApp messages in their political advertisements. This work would reveal if such an action is endorsed or not by the electorate. It will also assist the advertising practitioners to improve upon their practice since the survey from the electorate will reveal or evaluate the effectiveness of political WhatsApp messages.
1.6	SCOPE OF STUDY
This study focuses the attention on the impact of political WhatsApp messages on electorate’s choice of candidates in elections. In order to carry out this, a survey method will be used with the right questionnaire as an instrument to ferret people’s opinion. However, with the help of research survey, the research will make use of one hundred (100) respondents and will be conducted within 2023 to 2025.
1.7	DEFINITION OF TERMS
Some terminologies used for this research have been defined within the context of this study which includes:
· Advertising: the activity or profession of producing advertisement for commercial products or services.
· Electorate: is a body of people allowed to vote in an election in the United States, when you turn eighteen, you may join the electorate and help choose a president.
· Candidate: A person who applies for a job or is nominated for election.
· Student: A student is a person who goes to school and is learning something. Students can be children, teenagers or adults who are going to school, but it may also be other people who are learning, such as in college or university. A younger student is often called a pupil.
· Politician: A politician is a person active in party politics, or a person holding or seeking an elected seat in government.
CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
McNair (2003 P.97), is the praise and use of advertising space, paid for commercial messages in order to transmit political WhatsApp to a mass audience. It is the use of intentional paid mass media to disclose the identity of political aspirants to get elected into government irrespective of the level of election (federal, state, or local). Politicians engage the use of political advertising to reinforce their chances of emerging victorious at the polls. These advert WhatsApp messages are disseminated via print media such as newspaper, tabloids, magazines, handbills, flyers, posters placed at points where pedestrians can cite them, outdoor media such as billboards for the viewing of various forms of media such as radio jingles, television adverts, computers, and the internet, bulk SMS.
The internet has become a major platform for political WhatsApp messages through emailing, pop-up adverts, and social media, YouTube and Facebook. It has revolutionized the electoral process around the world by increasing political awareness and amplifying the right of speech. It has also served as a more participatory source of communication which makes the political process more democratic and less elitist (Aronson Poll P.4). Although the political advert WhatsApp messages are targeted at media audiences affecting age (18 years and above), it is designed to appeal to every strata of audience.
This is because there are people who are not eligible to vote but have the ability to inform the voting decision of electorates. Presently, the audience of political advertising stands at 68, 833, 476 registered Nigerians for the 2015 elections, out of which Lagos state leads with 5, 822, 207 voters (Independent National Electoral Commission, 2015).
Various areas of investigations have been carried out in the past on political WhatsApp messages. In a survey which sought to examine the effectiveness of political advertising on Nigerian electorates, using ten of the sixteen councils in Ekiti state, Olujide, Adeyemi and Gbadeyan (2010), found that 52% of the respondents did not find political advertising believable. This is no surprise as political aspirants often make exaggerated promises of economic transformation, provision of employment, constant social amenities, security, better health care, free education, benefits for retirees and a host of other areas of development all of which have been point of political campaign from years, yet incumbent government has been able to record success in any of these areas of need in Nigeria.
According to Kankwo (2011), political WhatsApp messages (especially through the broadcast media) is merely a method of outright deception, the power of the broadcast media is such that politician can capitalize on the use of music and various techniques that easily appeal to the audience to derive a favourable response from the electorates. Edegoh, Ezebuenyi and Asemah (2013), in their study sought to find out if political advertising on television had an influence on the electorate’s preference for an advertised candidate using a sample size of 400 electorates in Anambra State of Eastern Nigeria. Majority (69%) of the respondents acknowledged that television is a prominent tool in disseminating political advertising WhatsApp messages and political advertising on television can influence respondent’s preference for advertised candidates.
2.1	CONCEPTUAL FRAMEWORK
Discussions on political advertising is dominated in the mainstream political marketing parties literature which is a branch of social marketing (Achor 2000; Achor, Nwachukwu and Nwekechi 2015). The domain of political advertising is eclectic and draws extensively from different disciplines such as political science, management, communication, marketing, public relations and orthodox advertising etc (Achor and Maguluwu 2012; Anyanyu, 2012). The common denominator of all the knowledge drawn from these disciplines anchor on the premise that political advertising influences attitude, behaviour and acts as a tool for mobilization of the electorate to participate, for example in politics or political processes e.g supporting or voting a particular candidate during elections. The diagram (figure) below captures the idea expressed above as it depicts the conceptual framework/model of political advertising and electorate choice interface.
The diagram depicts that the purpose of political advertising is not only to influence the attitude or change behaviour of a subject or object towards a candidate or political party, but also a potential tool to market a policy and even a government e.g political advertising (e.g political party etc) engages professional political communicators that craft the WhatsApp messages in line with the objective of influencing behaviour, attitude or winning voter support. Political advertisements are disseminated via different mainstream advertising media and social media platforms. The received message thus falls within one of the three voter cognitive compartments latitude of acceptance, latitude of rejection and latitude of non commitment. The message received in any of the compartment is meant to either influence voter choice of candidate depending on the already held belief, attitude or behaviour of an individual voter. A voter’s evaluation of message can reinforce his/her already held belief towards an advertised or entirely influences it. In such, if the evaluation supports its pieces in the latitude of acceptance, the voter votes or supports a particular candidate. The reverse is the case if the message reinforces the voter’s views of being a political and this falls within the voter’s latitude of rejection; however, when the message which falls on the latitude of non commitment does not create any acceptable views or held belief of the voter, the voter declines voting or withdraws its support for a candidate.
This particular scenario calls for deepening of a candidate or his/her leadership qualities national and local issues as well as attributes that de-market alleged negative character of a political candidate, which inhibits voter’s choice. As the curtain is drawn, the message of this diagrammatic conceptual framework of political advertising and voter choice interface is that behaviour change, influence and adoption towards the right attitude/character are the core and the bottom-line of political advertising must be seen as the voter or the electorate factor driven and at the same time offering and securing appraisal of ideas of value with the voter.
2.1.1	CONCEPT OF POLITICAL ADVERTISING
Political WhatsApp messages takes its roots and draws from the orthodox advertising which is paid communication directed at a target audience through the various mass media with the main aim of creating awareness about goods and services and also selling a candidate to say from the brief introduction messages is a tributary of political WhatsApp messages. Political WhatsApp messages could be seen as an aspect of marketing politics just like marketing, promotional or marketing communications tool (Nweosu, 2003; Nweosu and Nkamnebe, 2004). Robbs (2009) gives a narrow conceptualization of the use of political advertising by limiting it only to the increase of media by political candidates to increase their exposure to the public. Ansalere and Say that political WhatsApp messages has become a veritable tool for selling candidates (2003) gives credence to the preceding views by taking the advertising and public relations as critical candidates and parties vying for different political position during campaigns.
Other scholars have described political advertising based on remembrance of the message content.
Anchoring on this nation, political advertising refers to what mass message content is political and presented to influence voters. However, through its perceived persuasion impact (Olululam, 2014) – expands this view. Olululam (2014) asserts that it harnesses the guards of the electorate as it seeks endorsement from voters at election periods like the proposed March 28, 2015 presidential election in Nigeria. It is the proposal content in each candidate’s advertisement that separates them as competitors within the same political constituency. The offer represents bait which dangles speculations as realities within the ambit of issue management for mind persuasion, through the provided information, the message is paid for as communication targeted at voter consideration for choosing a candidate at the election. A cursory analysis of the various conceptualization descriptions of the concept of political advertising limits it to a form of advertising used to persuade the electorate to vote for a candidate of their choice during elections. To the authors of this article, political advertising is a broad concept that operates beyond canvassing votes for a political candidate or selling a candidate to the perspective voters but extends to employing various forms of advertising techniques and strategies to market the government policies, programmes or drums support for government decisions. It has that impact the entire citizenry. It has seen wider used to mobilize support for a particular government and also to effect attitudinal and behavioural changes amongst communities of people who are apathetic about government genuine concern for community development etc (Achor 2000; Achor and Okonkwo 2015; Achor and Maguluwu 2012).
For the purpose of this study, it is proper to align the various descriptions of political advertising with the form of advertising that creates awareness for a political candidate and the same offering campaign support of the voters during the electioneering campaigns or elections. The advertising message is crafted in such a way that the recipients are moved to action as they access and assess the information provided before making informed voting decision regarding the candidate to vote for in any election. The message so crafted should persuade the recipients towards political participation. What is conceptual framework graph aligns with the concept of political advertising and voter choice interface earlier documented.


2.1.2 TAXONOMY OF POLITICAL WHATSAPP MESSAGES
Political WhatsApp messages has been classified in different categories. Udede and Akpan (2003), Olujide, Adeyemi and Gbadeyan (2010) classified it into three categories namely political (advert) advertisement, contrast (advert) advertising and negative or attack advertising. According to Johnston and Kaid (2000), political advertising can be classified into two: image advert (advertisement) and issue advert or advertisement.
For proper understanding of typologies of political advertising as it relates to the study, political WhatsApp messages can be categorized according to the purposes for which the advertising campaign is intending to achieve within the broad purpose of political advertising we have the following typology of advertising.
i.	Attack ads/Negative Campaigning advertising
Attack advertising or negative copy is a variant of positive and image/ credibility building advertisement. Attack ads are meant to attack or affect the image of a candidate he in other to smear his/her (Achor and Maguluwu 2012; Achor, Nwachukwu and Udeze 2014).
Negative advert contains only negative statement about the opponent and nothing positive about the candidate (Goldstein and Freedom 2002; Lau and Siegman 2000; Apelbi 2006; Olujide et al 2011; Udeze and Akpan, 2014). An attack ad is advertisements (true or untrue) meant to attack another candidate or political party, and is often part of negative or smear campaigning. This typology of political advertisement featured prominently in the US election period of the 1960, 2000s (Newman, 2004).
In Nigeria political terrain, politicians and political candidates deploy negative ad campaign in various forms.
As documented by Achor and Maguluwu (2012). Prior to 1999 presidential election the two prominent candidates, Chief Olusegun Obasanjo of the People’s Democratic Party (PDP) and Chief Olu Falae of the All Nigerians Peoples Party (ANPP) deployed the arsenal of negative advertising...this trend continued through 2003 and 2007 general elections and 2011-2014 elections, as political parties and their candidates attack the opposition parties or opponent in the election.
This negative campaigning or attack ads were visibly adopted by Governor Okorocha and Chief Ihedioha electioneering campaign advertisement. In one of the Ihedioha’s advert, he accused the incumbent governor of running of a “government of ‘familycracy’” (i.e., government for the governor, his family-members, friends and cronies). The adverts were meant to persuade Imo people to vote against that kind of a government but for Kim who represented “government of the people and by the people and for the people.”
Okorocha’s campaign team capitalizes on the failings of PDP at the centre and the past PDP regimes in Imo State to clamour for change. This made Okorocha to anchor his campaign slogan or unique selling proposition, “Rescue Mission” in the 2011 governorship election and industrialization, factories, factories in 2015 governorship election. In sum, “negative campaigning” or ad/attack copy is trying to win an advantage not by referring to negative aspects of an opponent or policies rather than emphasizing one’s own positive attributes or preferred policies.
Negative campaigning can come in form of word-of-mouth rhetoric which smears an opponent, but can also be in form of printed words.
a. Contrast Adverts (Advertisement)
The purpose of this category of political advertisement is to make comparison of a candidate opponent.
Attributes of opinion on issues, policies and personalities. Often times due to the war political advertisers and their consultant craft the whatsoever messages, it usually contains both negative and positive statements about the opponents.
Somehow it employs attack ads that criticize and issues as well as the opposition (unlike [Wikipedia 2008]). Cited contrasting with their own type was also effectively used by two Imo State right gubernatorial candidates (Imo 2015).
b. Pure and Clean Purpose Advert
This kind only adopts clean words or pure languages/statements that either introduces or sells the candidate to the voting public or electorate. Here opponents’ names are not mentioned neither are they compared with political advertisement (candidate or political party). The use of posters and singles are two most used vehicles or media used to the electorate such WhatsApp messages to the recipients. The essence of this kind of adverts is to create awareness about the candidate and political party he/she is vying for the electorate position. This type provides information about the candidate and persuades various classes of the voting publics to endorse the candidate as their choice in an election. These types were extensively used by both the PDP and APC governorship candidates in Imo State prior to the 2015 gubernatorial election.
c. Image Advert
This type draws from political public relations which try to create a favorable image and build reputation for the political/candidate.
Or his political party, the purpose is to paint the good picture of a political candidate in the mind of voters; this can be done through mounting public/promotional campaign aimed at creating awareness of an aspirant, candidate or government with a view of winning support of the majority of the citizens or electorate. This kind of political advertising is very common in Nigeria political landscape; it can be delivered through newspapers, news magazine, advertorials, special features and documentaries. When politicians or candidates use image advert or segment they are trying to sell themselves or personality to the electorate, they provide information about the object or person so that voters can make informed voting decision.
d. Issues Advert
This draws attention of the masses concerning where a candidate or person stands on issues or specific issues of national importance. This type of advert was massively used by Senator Ben Bruce during and after electioneering campaign in 2015 National Assembly election, he draws and continues to draw his constituents’ and indeed Nigerians’ attention of his stand on reducing poverty, hunger and deprivation in the oil rich Niger Delta; he also made a case for no or reduced gas emission and proposed electric vehicles or cars as a way of reducing energy crisis in Nigeria. Through his slogan “just want to make common sense” he was able to drive home his point. Governor Rochas Okorocha of Imo State also adopted this strategy by stating his stand on revamping the educational sector in Imo State.
This was meant to educate the masses on why they should vote for him or support his government. The opponent Chief Ihedioha was also vocal on the issue of running a transparent and all-inclusive government to make both candidates used word-of-mouth to make their stand known. News were used as excerpts in posters, advertisements, newspapers and news magazine headlines.
2.1.3 Concepts of WhatsApp
WhatsApp (originally WhatsApp messenger) is an instant messaging (IM) and voice-over-IP (VoIP) service owned by technology conglomerate Meta. It allows users to send text, voice messages and video messages, make voice and video calls, and share images, documents, user locations, and other content. WhatsApp’s client application runs on mobile devices and can be accessed from computers. The service requires a cellular mobile telephone number to sign up. In January 2018, WhatsApp released a standalone business app called WhatsApp Business which can communicate with the standard WhatsApp client.
The service was created by WhatsApp Inc. of Mountain View, California, which was acquired by Facebook in February 2014 for approximately US $19.3 billion. It became the world’s most popular messaging application by 2015 and had more than 2 billion users worldwide by February 2020. By 2016, it had become the primary means of internet communication in regions including Latin America, the Indian subcontinent and large parts of Europe and Africa.
2.1.4 History of WhatsApp
2009-2014: WhatsApp was founded in February 2009 by Brian Acton and Jan Koum, former employees of Yahoo!. A month earlier, after Koum purchased an iPhone, he and Acton decided to create an app for the App Store. The idea started off as an app that would display statuses in a phone’s contacts menu – showing if a person was at work or on a call. Koum’s Russian friends took place at the home of Koum’s Russian friend Alex Fishman in West San Jose. They realized that to take the idea further, they would need an iPhone developer. Fishman visited RentACoder.com, found Russian developer Igor Solomennikov, and introduced him to Koum.
Koum named the app WhatsApp to sound like “what’s up”. On February 24th, 2009, he incorporated WhatsApp Inc. in California. However, when early versions of WhatsApp kept crashing Koum considered giving up and looking for a new job. Acton encouraged him to wait for a “few more months”.
In June 2009, when the app had been downloaded by only a handful of Fishman’s Russian-speaking friends, Apple launched push notifications, allowing users to be pinged even when not using the app.
Koum updated WhatsApp so that everyone in the user’s network would be notified when the user’s status changed. This new facility, to Koum’s surprise, was used by users to ping “each other with jokey custom statuses like, ‘I woke up late’ or ‘I’m on my way’,” Fishman said “at some point it sort of became instant messaging!”
WhatsApp 2.0, released for iPhone in August 2009, featured a purpose-designed messaging component; the number of active users suddenly increased to 250,000.
Although Acton was working on another startup idea, he decided to join the company. In October 2009, Acton persuaded five former friends at Yahoo! to invest $250,000 in seed funding, and Acton became a co-founder and was given a stake. He officially joined WhatsApp on November 1. Koum then hired a friend in Los Angeles, Chris Peiffer, to develop a BlackBerry version, which arrived two months later. Subsequently, WhatsApp for Symbian OS was added in May 2010, and for Android OS in August 2010. In 2010 Google made multiple acquisition offers for WhatsApp, which were all declined.
To cover the cost of sending verification texts to users, WhatsApp was changed from a free service to a paid one. In December 2009, the ability to send photos was added to the iOS version. By early 2011, WhatsApp was one of the top 20 apps in the U.S. Apple App Store.
In April 2011, Sequoia Capital invested about $8 million for more than 15% of the company, after months of negotiation with Sequoia partner Jim Goetz.
By February 2013, WhatsApp had about 200 million active users and 50 staff members. Sequoia invested another $50 million, and WhatsApp was valued at $1.5 billion. Sometime in 2013, WhatsApp acquired Santa Clara-based startup SkyMobius; the developers of Vtok, a video and voice calling app.
In a December 2013 blog post, WhatsApp claimed that 400 million active users used the service each month. The year 2013 ended with $148 million in expenses, of which $138 million in losses.
2.1.5 Role of WhatsApp in Communication
1. Already the most popular messaging app available in most countries (120), almost everyone in India, Brazil, Italy, Argentina, South Africa, Malaysia, Columbia, Parker, Spain, Indonesia, Nigeria, and Kenya is WhatsApp users. It’s also gaining traction in France, Germany, and the United States. Thanks to WhatsApp’s popularity, it’s now part due to it being completely free for consumers and substituting SMS and phone calls, both paid. That makes it great for keeping in touch with family and friends globally. They only need a phone number to get started and the messenger app is intuitive to use.
WhatsApp, Android and iOS alike can use WhatsApp.
In short, there are no barriers for active users and if you decide to use WhatsApp Business, your audience is already there.
WhatsApp user penetration, by country
2022, % of mobile phone messaging app users
- Argentina: 96.0%
- Australia: 32.9%
- Austria: 94.4%
- Brazil: 98.9%
- Canada: 42.2%
- Finland: 95.6%
- France: 48.0%
- Germany: 95.5%
- India: 97.1%
- Indonesia: 86.4%
- Italy: 97.0%
- Mexico: 87.1%
- Netherlands: 92.9%
- Russia: 83.7%
- Spain: 92.2%
- Sweden: 33.5%
- Switzerland: 95.9%
- UK: 71.3%
- US: 41.2%
WhatsApp users penetration by Country (e-marketer)
2. Reach People on anytime, anywhere
WhatsApp for business is a real-time communication channel, while people often put off reading emails, they usually check incoming messages right away, even on the go. 80% of WhatsApp messages are read in the first five minutes. This gives you a much larger time window to send marketing messages. In fact, WhatsApp messages get an unbeatable 98% open rate and 45-60% click rate.
3. Private and Personalized
Direct messaging is great for tailored offers and individual customer service. You can send personal account credentials, order updates, and provide assistance in a safe, one-on-one chat.
You can ask questions to make precise product recommendations, unlike one-size upsell widgets. The WhatsApp Business API also connects to your CRM suite, enabling you to use customer insights to customize your communication and is a great opportunity for improving customer satisfaction.
4. Secure and Trustworthy
Users enjoy the fact that WhatsApp chats use end-to-end encryption. From a business point of view, it’s secure enough to exchange sensitive information like password resets. Also, all WhatsApp business accounts go through obligatory authentication to give customers peace of mind. This applies to both companies using the WhatsApp Business app and the API. Here’s how to create such a WhatsApp business account.
Through the API, you can apply for the WhatsApp green tick as well, an official account symbol for extra reassurance.
5. GDPR-Compliance
WhatsApp is adamant that any opt-in contacts are messaged through, making it fully GDPR-compliant, the same best practices as with email marketing apply. The customer also has the power to directly impact your quality score and sending quotas by blocking or reporting you, while it sounds harsh, it ensures the platform stays free of spammers and end-users continue to enjoy the experience. If you send legitimate, relevant campaigns, it’s a win-win for both sides.
2.1.6 Roles of WhatsApp in Elections
There is growing concern about the potential for the message and media sharing platform WhatsApp to undermine democracy in a number of countries across the world including Brazil and India because WhatsApp is encrypted – and so offers users far greater protection from prosecution from prosecution than Twitter or Facebook but it has become particularly notorious for spreading “fake news”.
This is a major concern in Africa where WhatsApp is the popular messaging app in 40 countries. This is due to its low cost and the ability to easily share messages with both individuals and groups.
But is this really how WhatsApp is used and if it is, to what extent does this compromise the quality of the elections?
A joint team from the Centre for Democracy and Development (Nigeria) and the University of Birmingham (UK) has spent the last few months researching elections held on WhatsApp in the 2019 Nigerian elections that are in May. Their report comes to concluding that are troubling, but as well as encouraging. The research reveals that the platform was used to mislead voters in increasingly sophisticated democracy also shows that WhatsApp strengthened misinformation in other areas.
The term “fake news” and disinformation over the past few years has become widely used because it lumps together, however, it is problematic formation and behaviour for different kinds of information. For example, we need to separate out deliberate attempts to mislead others by creating false stories (disinformation) from the innocent sharing of made-up stories by people who believe it to be true (misinformation). The 2019 Nigerian elections saw both disinformation and misinformation. We studied this by conducting 46 interviews in the states of Bayelsa, Oyo and Kano as well as seven focus groups and a survey of 1,005 people.
During the course of conducting the research candidates consistently told us that they predominantly used WhatsApp to share information about their policies and campaign pledges. But many WhatsApp users said that at a high proportion WhatsApp gets they received were designed to undermine a rival leader’s reputation – to “decampaign” them. There were some high profile examples of disinformation. The most notorious story circulated on social media was that the president had died while undergoing medical treatment outside of the
Country, and had been replaced by a clone from Sudan. Other fabricated communications were less outlandish but no less significant. Many ordinary citizens shared these messages in some cases because they knew they were false and wanted to amplify their impact but in many cases because they thought that they were true. The most effective decampaigning strategies were those that shared messages that resonated with individuals because they contained an element of the truth or played on recent experiences.
2.1.7 USE OF WHATSAPP BY POLITICAL PARTIES
The impact of Africa’s digital transformation on its politics is an emerging field of study with far-reaching implications for the distribution of power, the quality of democracy, and the exercise of authority on the continent (Srinivasan and Diepeveen 2019). With rising internet penetration and growing availability of affordable smartphones, African citizens have increasingly taken to social media to stay informed about and debate politics and elections, and to connect with politicians and elected officials (Diepeveen 2021; Srinivasan and Diepeveen 2019; Srinivasan et al. 2019). And while internet access is highly uneven both within and across African countries, information from social media quickly crosses into offline spaces via vibrant traditional media and a rich culture of “pavement radio” discussions at marketplaces, places of worship, bus stops and the like, as well as songs, sermons, and graffiti. Thus, social, traditional, and pavement media form a deeply inter-connected media eco-system, which blurs the distinction between the “connected” and the “disconnected” (Gagliardone et al. 2022).
In the digital age, 2000; Martey et al. 2019). Examining how African political parties use social media during election campaigns enables us to better understand the institutional circumstances under which party actors promote, ensure, or overlook mis-/disinformation being shared from within their own ranks.
This article contributes to two distinct literatures: First, it speaks to the literature on party organization in Africa, which is in its infancy (Lockwood et al. 2020; 2023). We take this literature in a new direction by studying the tree of structures parties establish on social media and their implications for party management, and message discipline. Second, we contribute to a growing number of studies on the impact of social media on politics in Africa. Our research sheds new light on the ways in which Africa’s digital transformation plays out in its politics.
To do this, we analyze how social media has been used by the main political parties in election campaigns in Nigeria and Ghana. In particular, we look at the role of WhatsApp—the default mode of telecommunication and the principal platform employed by political parties across the continent to organize across recent electoral cycles (Dahir 2018; Olaseji 2021). The Ghana-Nigeria comparison is instructive since while both have arguably similar postcolonial political histories prior to the 1990s, the advent of democratization has seen the emergence of two quite different party systems. Ghana is a two-party system with two too strongly-institutionalized, well-financed, and evenly-matched political parties with political parties and their candidates have also adopted social media to organize internally, to coordinate events, and to reach out to voters (Cheeseman et al. 2020; Duyile and Molony 2019). In this article, we consider the impact of this digital shift on party management in Africa, focusing in particular on the context of electoral campaigns—how we ask how African political parties made use of social media to organize internally during elections, and what explains the approaches they have taken in this regard?
These questions, and the answers to them, are significant for a number of reasons: First, because it has often been assumed that social media has the potential to disrupt and (potentially) fundamentally transform electoral power dynamics, mostly through widening opportunities for participation in the political process. For political parties, including party management itself (Cheeseman et al. 2020), there is limited testing of this assumption through empirical comparative study; however, particularly in Africa. Second, how political parties use social media in the context of elections has implications for longer-term party institutionalization, a process often argued to be central to strengthening democracy and inclusive governance in Africa, weak or fragmented parties have often been present as impediments to the realization of both agendas (Arriola 2013; Randall and Svasand 2002). Third, and finally, mis-/disinformation spread through social media has been identified as a major concern in African elections as it has in polls across the globe (Duter and Ndlovu 2019; Kofi Annan Commission on Elections and Democracy frequent turn-over of power. Nigerian political parties, on the other hand, exhibit lower levels of institutionalization and significantly higher political party fragmentation. In particular, political parties have often used vehicles for prominent politicians to seek the presidency, and moving between parties has been commonplace (Bogaards and Elisman 2016).
It is important to note, of course, that there are differences between the parties within their national contexts—for example, in the availability of resources to parties in government versus opposition parties. We also observed some variation between political parties in local party approaches to managing political messaging. We are confident though that our central findings and argument hold across the two case study countries, the same is true of our broader description of political party characteristics within each of the two countries. Ultimately, in Ghana, major political actors struggle to secure political power outside of party structures, whereas this is not the case in Nigeria.
Our analysis reveals two distinctive approaches to party and message management during elections in our respective case study countries. These approaches, we suggest, derive to a significant extent from pre-existing party characteristics, including levels of party institutionalization. In Ghana, major parties established formal, hierarchical online structures where campaign messaging could be policed and mis-/disinformation culled. In Nigeria, parties established more informal, personalized structures with limited control or sanctioning of messages and information
In both cases, however, we find that the rise of social media has not fundamentally disrupted established power dynamics within the parties themselves. While there has been opened—for example for younger, digitally-savvy political entrepreneurs—ultimately, we find this group’s wider political reach continues to be filtered through existing patrimonial structures. Indeed, in many respects, the impact of social media in general, and WhatsApp in particular, in both contexts appears to be intensifying pre-existing patterns of party politics.
In developing this analysis, the article is structured as follows: after a brief outline of our data and research methods, we present our conceptual framework and clarify how we use the term “institutionalization” in the context of political parties. Next, we provide a brief overview of the role of social media in parties in Nigeria and Ghana, and proceed to compare how parties in both states used WhatsApp internally during the lead up to the 2019 and 2020 elections, respectively. On the basis of this comparison, section 5 observes two broad patterns of parties’ WhatsApp use in sub-Saharan Africa which help to determine how WhatsApp is employed—informal/free-for-all-formal/hierarchical.

2.2 THEORETICAL FRAMEWORK
Theories are of great relevance in every academic endeavour, thus, for us to have a better understanding of this study, Uses and Gratification and Persuasion theories were chosen to provide the framework.
2.2.1 THE USES AND GRATIFICATION THEORY
The Uses and Gratification theory assumes that the mass media audience are not passive but take active role in interpreting and integrating media content into their own lives. Baran (2004, p.408) opines that effects occur because the media do not do things to people. Rather, people do things to media, so their experience of the media is limited to what people allow it to be. The theory was popularized by communication experts, like Blumler and Gurwitch (1974), but dating back to the 1920s studies of exposure to and influence of the early radio series, reminds us that for result-oriented communications, we must fit the target audience member first (Cited in Nwosu, 2007, p.15). According to Baran and Davis (2006, p.262) Herzog is credited as the originator of the theory and identified three types of gratification: first, a means of emotional release. Second, commonly recognized form of enjoyment, concerns the opportunities for wishful thinking, and third, unsuspected form of gratification. Other gratification sought in the media are information and education, guidance and advice, diversion and relaxation, social contact, value reinforcement, cultural satisfaction and emotional release. Therefore, within Jonathan and Buhari’s billboards or advertisement, people would be exposed to WhatsApp messages and by using the message that would retain and replicate the ideas in the message, by behaving in a similar way the message wants. In other words, those not exposed to Jonathan and Buhari’s advertisement may not be influenced by it.
The import here is that the more frequent the electorate in Anambra state satisfy their needs through these billboards, the more the advert content would influence their voting behaviour.
2.2.2 PERSUASION THEORY
The theory focuses on the psychological characteristics that affect a person’s response to WhatsApp messages. According to Defossard (1997, p.8) the characteristics include:
i. Knowledge and skills.
ii. Attitude towards behaviour and social issues.
iii. Beliefs and consequences.
iv. Messages towards the sources of the WhatsApp messages.
Many of these are related to demographic characteristics, such as age, gender, ethnic group and level of education. Persuasion theory also draws attention to the importance of message factors and source factors in influencing an audience. Defossard (1997, p.8) argues that message factors are the characteristics of a message that make it appropriate and effective for a particular audience, how long it should be, what language is best, etc. Different audiences will have different preferences for message style. Source factors are characteristics of a message’s source that make it interesting, relevant and persuasive for a particular audience member. Among the most influential source are: credibility, attractiveness, similarity, authority and expertise.
Persuasion is the process of changing the attitude and perception of a target audience through the content of mass media WhatsApp messages. Steiner (1972, cited in Eze 2013 and Nwankwo 2013, p.196) posit that persuasion is a process in which a communicator attempts to induce a belief, attitude or behaviour of another person or group. Persuasion is seen as a deliberate attempt to modify the attitude or behaviour of another person or group by transmitting a message through the mass media or any other relevant medium.
2.3 EMPIRICAL REVIEW
There are quite a number of scholarly works that have empirically studied influence or effect of advertising on electorate voting patterns and choice of candidate or political aspirants in an election. In Nigeria, few of these studies exist. In the study of “Nigerian electorate’s perception of political advertising and election campaign”, Olujide, Adeyemi and Gbadeyan (2011) conducted in Ekiti state, a substantial proportion of the respondents (52%) were of the opinion that political advertising is not believable and reliable, while a significant portion believed that political advertising is interesting (28%) and effective on the electorate (58%) and negative advertising should be discouraged (52%). The author gave reason for this pattern of results, they add that “the main reason for the respondents concluding that political advertising is not believable and reliable may be due to the fact that most of the information used by the contestants or (candidates) sometime is false and deliberately intended to rundown the opposition candidate
The study also revealed that in the last gubernatorial election, keenly contested by two dominant parties, the Action Congress and the Peoples Democratic Party (PDP), electorate voted based on personality (36%) followed by those respondents that voted based on party affiliation. The study also revealed that most of the respondents got the information they needed for voting from political campaigns and speeches (44%). Especially those who are party loyalist and some electorates who are undecided but are looking for information that would enable them make a rightful political choice. However, the study revealed that some of the advertising WhatsApp messages contained less of what they needed. A similar study by Udeze and Akpan (2013) showed that all the respondents (120 or 100%) sampled were exposed to political advertising in the 2011 gubernatorial election in Imo state, 50% of the respondents were always exposed to political advertising during the 2011 governorship election while a little above 83% were often exposed to such political advertising. Out of the 120 respondents only 16.7% were never exposed to political advertising. The study also indicated that (100%) of the respondents mainly access political advertising WhatsApp messages through the electronic media, radio in particular through the contrast to the Olujide et al (2011) findings that most respondents got the message/information they needed for voting from political campaigns and speeches (44%)
Udeze and Akpan’s research findings corroborates with other scholars that in Africa, radio is the major mass medium because it overcomes the triple barrier of illiteracy, language and distances (Nwosu 2003; 2006; Eze 2008). The study also revealed that for political advertising to influence the electorate the messages must be accepted as credible, the findings indicate that most of the respondents (58%) believe that WhatsApp message content in the political advertisement during the governorship election in 2011 Imo state gubernatorial election, because of the perceived credibility of the candidates, this findings is in sharp contrast to Olujide et al (2011) findings where over 52% respondents did not believe or found the political advertisement (message) unreliable. Another study by Abusalam (2014) sampled opinion of 377 respondents to ascertain their level of perception of the television commercials (advertisement) prior to 2015 presidential hopefuls or candidates, the study also evaluated voters disposition to select either candidate Jonathan of the PDP or the Muhammadu Buhari of the APC, in the March 2015 presidential election in Nigeria. It was found that voter disposition and behaviour were based on how presented political WhatsApp messages related to voter expectation (66%). That the choice of a unique selling proposition in political advertisement is not a major compelling force for candidate selection at election (36. 37%). Less than two-fifths or 36. 37% were disposed to selecting a candidate based on the USP.

The study also confirms that voters were able to differentiate Jonathan’s proposal from that of Buhari in their political advertisement (Xcal=83.0%) X tal(5-5%). In the study 100 no significant relationship exists between the present proposals and voter propensity for candidate selection (Xcal=3.0< X tal=5.5%).
Some other studies have studied the impact of the use of new media in political advertisement on the electorate. A study conducted in Nigeria by Asemah and Edegoh (2012) investigated how new media and political advertising in Nigeria. Findings show that new media is an important tool for carrying political advertisement (X m=3.7) but do not have positive impact on the electorate because majority of them do not have access to them (X=1.0). The study also reveals that political advertisement through the new media that attack the opposing candidates and parties usually have more impact on the electorate (X m=2.0). Unfortunately this study did not say anything on the effect of the new media on the choice candidates of the electorate. Other similar studies have extensively investigated the use of new media in modern political campaign and political marketing one of these studies reviewed that the success of the Obama campaign and his being elected in 2008 and 2012 was as a result of near perfect use of social media. Miller (2013) discovered that over 86% of the respondents sampled to get their opinion on this answered in the affirmative. Also Miller’s study revealed that the success of the Obama campaign and his utilization of new media technology have posed new conundrums (over 78% of the respondents attest to this fact).
A study by Towner and Dulio (2012) assessed new media and political marketing in the United States. The study revealed that over 150% of the respondents agreed that Obama’s use of new media such as Facebook, Twitter, YouTube and other online video sharing sites in relaying his political platforms had great impact on them. These media platforms provided them with the split information that influenced their choice of candidates they eventually cast their vote for him in the 2008 and 2012 presidential elections. Similar findings was reported by Ku (2012) who studied changes in the political marketing arena but discovered that the use of new media channels in delivering political advertisement has been effective. This is because over 60 percent of the electorate was influenced through the WhatsApp messages delivered in the new media platforms.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	Introduction 
This chapter deals with the research design and method used in data gathering. According to Bello and Ajayi (2005:2), the primary purpose of research is to make objective decisions about human beings. Such decisions are accurate, enhance our understanding of different aspects of human abilities, behaviours, and functioning. Assessment and evaluation instruments such as questionnaires, tests, observation, and interview schedules all function in this regard. They provide precise measures of human abilities and behaviour which form the data base on which judgments are passed and decisions made. Selection of the appropriate instrument is largely informed by the purpose of the research. Quite a number of ready-made, standardized research instruments are available. However, accessibility, time, and financial constraints often make the construction of required instruments by individual researchers imperative. Whichever method is adopted, it is important to ensure the effectiveness of the instrument in obtaining objectives and accurate information with repeated usage.
3.2	Research Design  
Research design is a prerequisite to the takeoff of any research work. Kerlinger (1977) describes research design as the plan, strategy of investigation conceived so as to obtain answers to research questions and control variance. The plan is to achieve the overall research objectives. Research design is important so as to determine the type of data required, how to collect and collate them, as well as how to analyze and measure them. Factors that determine research design are the type of study, type of data, scope of the study, research problems and hypothesis, and also appropriate analyses of data. The overall framework of a research project, the master plan within which various data gathering tools are used is called research design (Bello and Ajayi, 2005:16). Gall (1987) believes that research design is the type of situation that the researcher is investigating, such as correlational, experimental, historical, survey, etc. Answers have to be provided to research questions and the variance has to be controlled. The type of research design used in a particular design will depend on the nature of the researchable problem or question. In any successful research, one of the most prominent aspects or components of the study is the method adopted in order to come out with the expected result, this is a survey research, and this particular chapter covers population, design, data, sample frame, instrument of collecting data and analysis procedure for data gathering.
3.3 	Population of the Study
Population is the entire group of people or individuals that share some defined characteristic. It often means the aggregate or collection about (usually people) one intends to make inferences through the study of a sample. Population is the collection of the elements about which a research wishes to make inference. This refers to a set of all possible cases of interest in a given research activity. It is a set of individuals or objects whose properties are to be analyzed (Bello and Ajayi, 2005:5). This shows the number of people studied in a group, the study is restricted to Ilorin metropolitan.
3.4	Sample Size and Sampling Techniques
Undoubtedly, it is believed that the sample population of the research was the entire public of Nigeria, the researcher used the purposive sampling, Ilorin metropolitan in selecting 100 respondents out of the population among different department. Questionnaire were administered on those who make themselves available this ensures hundred percent rate of return.
3.5 	Instrumentation
Instrumentation is the process of selecting or developing measurement devices for gathering desired data in a research study. In executing studies in research, certain research tools and methods of implementation of the tools were carefully selected in order to ensure the gathering of a reliable and valid data. The type of research tool to be used for particular education study usually depends on the relevance or appropriateness of the tools or instruments to the study under investigation (Bello, 2005:146). For the purpose of this research all the four major data gathering tools used for social science research are employed, they include interview, questionnaire, document, and observation.
The research instruments for this research consist of questionnaire which served ultimately as the primary instrument for data collection. In most survey researches, the instrument for data collection has always been questionnaire. Questionnaire is a series of relevant questions, some statements of which are usually used to elicit information from the target population of a given study. The questionnaire selected for this study contains both structured and unstructured items and then followed by in-depth interview with some selected group of persons. Kerlinger (1973:480) defined interview as a psychological and sociological measuring instrument. Information elicited during interview can be used in measuring intellectual human abilities and dispositions that are directly observable. It could also be defined as an evaluation process which involves at least two people (interviewer and an interviewee) in a face-to-face oral discussion with the aim of fetching information from the interviewee, so as to achieve the objectives of the study.
The questionnaire contains a list of questions on perception of audience of the role of media in conflict management and reconciliation carefully constructed to elicit appropriate responses from the respondents. The questionnaire selected for this study contains both structured and unstructured items. It covers demographic and other related questions on audience perception of media and conflict management and also the interview. A total of 100 copies of questionnaire were distributed to different respondents in the stated areas. Adult of various ages and status were targeted and about ten persons were interviewed, mostly media practitioners, religious preachers, and leaders. This enabled the researcher to sample divergent views and opinion of the target population.
3.6 Validity and Reliability of the Instrument
Validity is concerned with the ability of a research instrument to measure what it has been designed to measure i.e. how well will it measure what it is supposed to measure? Does the instrument measure what it is supposed to measure? This instrument is valid because the questionnaire is protested and the question were given the desired result moreover the question were passed and checked by the supervisors to give instrument validity on the basis of the instrument is therefore valid.
3.7 	Method of Administration of Instrument
The instrument used in the study is questionnaire and it will be distributed through personal visit and consultation to the various respondents at different state in the country. Therefore, the total hundred (100) questionnaire paper will be distributed and administered within a reasonable period of time.
3.8 	Method of Data Analysis
To make the analysis of the media collection simple, frequency count was used, the statistical computation was done manually, furthermore, table as part of the descriptive statistical techniques was used mostly to test the research question and each respondent were scored according to the basis of frequency distribution and sample percentage were computed from distributed.


CHAPTER FOUR
4.1 DATA PRESENTATION AND ANALYSIS
This chapter is about the analysis and interpretation of data collected through the questionnaire administered to respondents of students in Kwara State. The demographic and basic questions relevant for the study. All data collected from the questionnaire are represented in tables and percentage analysis done under each table. The researcher used Chi-square (X²) statistical method in testing hypothesis. A total of 100 questionnaires were administered the study answered the following:
TABLE 4.1: Do you receive political whatsapp message?
	RESPONSES
	FREQUENCY
	PERCENTAGE %

	Yes
	75
	75%

	No
	25
	25%

	Total
	100
	100%


Source: Field Survey, 2025
The above table shows that 75 (75%) agreed that the students receive political whatsapp messages while 25 (25%) disagree with the statement.
TABLE 4.2: If YES, through which medium?
	OPTIONS
	FREQUENCY
	PERCENTAGE

	Print media
	45
	45%

	Broadcast media
	22
	22%

	Social media
	33
	33%

	Others
	0
	0%

	Total
	100
	100%


Source: Field Survey, 2025
TABLE 4:2: Out of 50 respondents, 45 (45%) indicated that used print media as medium, 22 (22%) indicated broadcast media medium, 33 (33%) used social media while 0 (0%) other are not use any medium.
TABLE 4:3: What are the factors that determine your voting decision?
	OPTIONS
	FREQUENCY
	PERCENTAGE

	MONEY
	5
	5%

	CAMPAIGN
	15
	15%

	ADVERTISEMENT
	34
	34%

	ASPIRANT RECORDS
	46
	46%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
The table above indicates that 5 (5%) of the respondents said that money determine there voting decision, 15 (15%) said campaign determine there voting decision, 34 (34%) said advertisement determine there voting decision, and 46 (46%) said aspirant record determine there voting decision.
TABLE 4:4: Do you understand political WhatsApp advertising messages as means of convincing voters choice of candidates?
	OPTION
	FREQUENCY
	PERCENTAGE

	YES
	89
	89%

	NO
	11
	11%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
The table above indicates that 89 (89%) agreed to political WhatsApp advertising messages as means of convincing voters choice of candidates which 11 (11%) disagree with the statement.
TABLE 4:5: What is your perception of political WhatsApp advertising messages?
	OPTIONS
	FREQUENCY
	PERCENTAGE

	VERY EFFECTIVE
	33
	33%

	EFFECTIVES
	39
	39%

	AVERAGE
	18
	18%

	LOW
	10
	10%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
The table above indicates that 33 (33%) said there perception of political WhatsApp advertising messages are very effective, 39 (39%) said effective 18 (18%) said are average and 10 (10%) say low.
TABLE 4:6: How would you rate the impact of political WhatsApp messages on your choice of candidates?
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	STRONGLY AGREE
	27
	27%

	AGREE
	33
	33%

	NEUTRAL
	21
	21%

	DISAGREE
	12
	12%

	STRONGLY DISAGREE
	7
	7%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
The table above indicates that 27 (27%) extent that the impact of political WhatsApp messages on your choice of candidate are very high while 33 (33%) are high while 21 (21%) are average and 12 (12%) are low 7 (7%) are very low.

TABLE 4:7: Ethnicity of the aspirant determines the voting decision of electorates?
	RESPONSES
	FREQUENCY
	PERCENTAGES %

	STRONGLY AGREE
	17
	17%

	AGREE
	53
	53%

	NEUTRAL
	24
	24%

	DISAGREE
	4
	4%

	STRONGLY DISAGREE
	2
	2%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
From the table above 17 (17%) of the respondent says strongly agree to ethnicity of the aspirant determines the voting decision of electorates, 53 (53%) respondents said agree and 24 (24%) said neutral, while 4 (4%) disagree and 2 (2%) respondents said strongly disagree.
TABLE 4:8: No better choice determine the voting decision of electorates?
	RESPONSES
	FREQUENCY
	PERCENTAGES %

	STRONGLY AGREE
	5
	5%

	AGREE
	32
	32%

	NEUTRAL
	19
	19%

	DISAGREE
	31
	31%

	STRONGLY DISAGREE
	13
	13%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
From the table above 5 (5%) of respondents believes majority of political party of the aspirant determines the voting decision of electorates, 32 (32%) respondents says agree and 19 (19%) says neutral, while 31 (31%) respondent says disagree and 13 (13%) respondent says strongly disagree.
TABLE 4:9: Political party of the aspirant determines the voting decision of electorates?
	RESPONSES
	FREQUENCY
	PERCENTAGES %

	STRONGLY AGREE
	22
	22%

	AGREE
	53
	53%

	NEUTRAL
	16
	16%

	DISAGREE
	9
	9%

	STRONGLY DISAGREE
	0
	0%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
From the table above 22 (22%) of respondents believes that the political party of the aspirant determines the voting decision of electorates, says strongly agree, 53 (53%) respondents says agree and 16 (16%) says neutral, while 9 (9%) respondent says disagree, and 0 (0%) respondent says strongly disagree.
TABLE 4:10: Political advert campaigns determine the voting decision of electorates?
	RESPONSES
	FREQUENCY
	PERCENTAGES %

	STRONGLY AGREE
	22
	22%

	AGREE
	55
	55%

	NEUTRAL
	14
	14%

	DISAGREE
	6
	6%

	STRONGLY DISAGREE
	3
	3%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
From the table above 22 (22%) of respondents believes that political advert campaigns determine the voting decision of electorates says strongly agree, 55 (55%) respondents says agree and 14 (14%) says neutral, while 6 (6%) respondent says disagree, and 3 (3%) respondent says strongly disagree.
TABLE 4:11: Political advert campaign determine the voting decision (present WhatsApp messages)?
	VARIABLE
	FREQUENCY
	PERCENTAGES %

	STRONGLY AGREE
	18
	18%

	AGREE
	56
	56%

	NEUTRAL
	13
	13%

	DISAGREE
	11
	11%

	STRONGLY DISAGREE
	2
	2%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
From the table above 18 (18%) of respondents believes that political advert campaigns determine the voting decision present WhatsApp messages says strongly agree, 56 (56%) respondent says agree and 13 (13%) says neutral, while 11 (11%) respondent says disagree, and 2 (2%) respondent says strongly disagree.
TABLE 4:12: Political advert campaigns present the manifesto of political aspirants?
	VARIABLE
	FREQUENCY
	PERCENTAGES %

	STRONGLY AGREE
	22
	22%

	AGREE
	56
	56%

	NEUTRAL
	12
	12%

	DISAGREE
	7
	7%

	STRONGLY DISAGREE
	3
	3%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
From the table above 22 (22%) of respondents believes that political advert campaigns present the manifesto of political aspirants says strongly agree, 56 (56%) respondents says agree and 12 (12%) says neutral, while 7 (7%) respondent says disagree, and 3 (3%) respondent says strongly disagree.
TABLE 4:13: Political WhatsApp messages are persuasive?
	VARIABLE
	FREQUENCY
	PERCENTAGES %

	STRONGLY AGREE
	51
	51%

	AGREE
	28
	28%

	NEUTRAL
	14
	14%

	DISAGREE
	5
	5%

	STRONGLY DISAGREE
	2
	2%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
From the table above 51 (51%) of respondents believes that political WhatsApp messages are persuasive says strongly agree, 28 (28%) respondent says agree and 14 (14%) says neutral, while 5 (5%) respondent says disagree, and 2 (2%) respondent says strongly disagree.
TABLE 4:14: Political WhatsApp messages are appealing?
	VARIABLE
	FREQUENCY
	PERCENTAGES %

	STRONGLY AGREE
	25
	25%

	AGREE
	60
	60%

	NEUTRAL
	15
	15%

	DISAGREE
	-
	-

	STRONGLY DISAGREE
	-
	-

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
· From the table above 25 (25%) of respondents believe that political WhatsApp messages are appealing says strongly agree, 60 (60%) respondents says agree and 15 (15%) says neutral, while 0 (0%) respondent says disagree and 0 (0%) respondent says strongly disagree.
TABLE 4.15: AGE
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	18-25 YEARS
	71
	71%

	13-35 YEARS
	28
	28%

	36-45 YEARS
	1
	1%

	46 YEARS ABOVE
	0
	0%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
· From the table above 71 (71%) respondents are 18-25, while 28 (28%) respondents are between 13-35, while 1 (1%) respondents are between 36-45, while 0 (0%) respondents are 46 years above.
TABLE 4.16: GENDER OF RESPONDENTS
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	MALE
	46
	46%

	FEMALE
	54
	54%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
· From the table above 46 (46%) respondents were male, while 54 (54%) respondents were female.


TABLE 4.17: RESPONDENT OCCUPATION
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	CIVIL SERVANT
	34
	34%

	PRIVATE EMPLOYEE
	8
	8%

	SELF EMPLOYED
	55
	55%

	OTHERS
	3
	3%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
· From the table 34 (34%) respondents are civil servant, 8 (8%) respondents are private employee, 55 (55%) respondents are self employed and 3 (3%) respondents are others.
TABLE 4.18: MARITAL STATUS
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	SINGLE
	92
	92%

	MARRIED
	8
	8%

	DIVORCE
	0
	0%

	WIDOWED
	0
	0%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
· From the table 92 (92%) respondents were single, while 8 (8%) respondents were married, while 0 (0%) are divorce and 0 (0%) are widowed.




TABLE 4.19: EDUCATION QUALIFICATION
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	PRIMARY
	0
	0%

	SECONDARY
	6
	6%

	TERTIARY
	94
	94%

	NON-FORMAL
	0
	0%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
· From the table 0 (0%) respondents are primary, 6 (6%) respondents are secondary, 94 (94%) respondents are tertiary and 0 (0%) respondent are non-formal.
TABLE 4.20: DISTRIBUTION OF THE RESPONDENTS BY RELIGION
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	ISLAM
	39
	39%

	CHRISTIAN
	61
	61%

	OTHERS (SPECIFY)
	0
	0%

	TOTAL
	100
	100%


SOURCE: FIELD SURVEY, 2025
The above table shows that Christian have highest number of respondent which is 61 (61%), while Islam respondent have which represent 39 (39%).


4.2 	ANALYSIS OF RESEARCH QUESTIONS
RESEARCH QUESTION 3: WHAT ARE THE FACTORS THAT DETERMINE YOUR VOTING DECISION?
Answer:
From the table 4.13: the table above indicates that 5 (5%) of the respondents said that money determine there voting decision, 15 (15%) said campaign determine there voting decision, 34 (34%) said advertisement determine there voting decision, and 46 (46%) said aspirant records determine there voting decision.
RESEARCH QUESTION 2: WHAT IS THE VOTERS PERCEPTION OF POLITICAL WHATSAPP ADVERTISING MESSAGE?
Answer:
From the table 4.5: indicates that 33 (33%) said there perception of political WhatsApp advertising messages are very effective, 39 (39%) said effective, 18 (18%) said average, 6 (6%) said low, and 10 (10%) said low.
RESEARCH QUESTION 6: HOW WOULD YOU RATE THE IMPACT OF POLITICAL WHATSAPP MESSAGES ON YOUR CHOICE OF CANDIDATES?
The table 4.6 indicates that 27 (27%) extent the rate of impact of political WhatsApp messages on your choice of candidates are very high while 53 (53%) are high, while 21 (21%) are low while 12 (12%) are very low, and 7 (7%) are not.
4.4 DISCUSSION OF FINDINGS
On table 4.1, 50 out of 100 respondents (50%) agreed that the students receive political WhatsApp messages while 25 (25%) disagree with the statement.
Table 4.2, 46 (46%) indicated that they used print media as medium, 22 (22%) used broadcast medium, 33 (33%) used social media medium while 0 (0%) others do not use any medium.
Table 4.3 indicates 22 (22%) of respondents believes that political advert campaigns determine the voting of electorate. 55 (55%) said strongly agree, 14 (14%) said neutral, while 6 (6%) respondents said agree and 14 (14%) and 3 (3%) while respondents said strongly disagree.
Table 4.9 shows 22 (22%) of respondents believe that political advert campaigns present the manifestos of political aspirants says strongly agree, 56 (56%) respondents says agree and 12 (12%) says neutral, while 7 (7%) respondents says disagree, and 3 (3%) respondents says strongly disagree.
From table 4.4, 25 (25%) of respondents believe that political WhatsApp messages are greatly says strongly agree, 60 (60%) respondents says agree and 15 (15%) says neutral, while 0 (0%) respondents says disagree, and 0 (0%) respondents says strongly disagree.
Table 15, indicates youth perception with 71 (71%) respondents are 18–25, while 28 (28%) respondents are between 13–35, while 1 (1%) respondents are between 36–45, while 0 (0%) respondents are between 46 years above.
Political parties and their candidates have also adopted social media to organize internally, to coordinate events and to reach out to voters (cheeseman et al, 2020; duyi and molony, 2019). In this, we consider the impact of this digital shift on party management in africa, focusing in particular on the context of election campaigns.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
The findings from this study reveal that the majority (75%) of the youths understand political whatsapp messages to be a form of media campaign which present political messages however 56% percent of them consider to be a channel through which various media are utilized to present the manifesto of political aspirants. this shows that these electorates are not ignorant of the subject of investigation in this study.
Furthermore, majority (91.9%) of the electorates perceive political whatsapp messages to be persuasive, however 18% of whatsapp messages are deceptive in nature. this is because the nigerian electorates have heard many promises in the past from politicians who fail to deliver when they secure positions in government. despite the fact that the majority of the electorate find political whatsapp messages to be deceptive, it was found to be a factor that determines the voting decision of a little over a quarter (23%) of the electorates. however the findings of this study shows that the political party to which the aspirant belongs has more influence on the voting decision as 53% but the manifesto and the ethnicity of the aspirant also closely influence their voting decision by 60% and 55% respectively. this shows that the voting decision of nigerian electorates is mostly determined by the ethnicity and political party to which the aspirant belong.
5.2 Conclusion
Political whatsapp messages is impactful in every society but in nigeria does not depend solely on whatsapp messages but on other valuable factors: peace and security. again, it cannot be specifically proven to change popular views or opinion of the public based on the findings, it is evident that despite the fact that most nigerian electorates perceive political whatsapp messages and accept it, it has a positive influence on the voting decision of a fraction of nigerian electorates however it is not the sole reason why they cast their votes as the ethnicity and the political party to which electorates belong have a higher level of influence on the voting decision of nigerian electorates.
The impact of africans digital transformation on politics is an emerging field of study with far reaching implications for the distribution of power, the quality of democracy and the exercise of authority on the continent (strinivasan and diepeveen 2019). with rising internet penetration and growing availability of affordable smartphones, african citizens have increasing taken to social media to stay informed about and debate politics and elections, and to connect with politicians and elected officials.
The roles of political whatsapp messages cannot be overemphasised owing to the functions they perform in shaping awareness and structure of modern politics in precise and nigeria at large through rigorous campaign against bad governance.
By and large, the media being the watch dogs against bad choice of candidate and political party had been found wanting in the area of structural and party reformation towards ensuring candidate choice are put to answer questions on how they are being elected.
5.3 Recommendations
based on the findings of this study, it is recommended that:
1. there is need for the independent national electoral commission (inec) in collaboration with the advertising practitioners council of nigeria (apcon) to regulate the use of political whatsapp messages by stipulating standards for political whatsapp messages in areas of: message content and time.
2. political whatsapp achievements should dwell more on the concrete achievement of their candidates instead of embarking on negative campaigns.
3. political parties should avoid the use of negative whatsapp messages during electioneering campaigns since such did not bring any positive influence.
4. electorates should not be get carried away by political whatsapp messages rather they should vote for aspirants who have true intentions.
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QUESTIONNAIRE
Kwara State Polytechnic,
P.M.B. 1375,
Ilorin,
Kwara State.
Department of Mass
Communication,
Kwara State Polytechnic,
Ilorin.
Dear Respondent,
I am a student of the above-named department conducting a research work on the topic "IMPACT OF POLITICAL WHATSAPP MESSAGES ON ELECTORATES' CHOICE OF CANDIDATES IN ELECTIONS". This research project would be relevant for academic purpose.
This research work requires three segment questions attempt; I hope you all will respond to these questions given to you.
SECTION A
1. Do you receive political related whatsapp messages?
a. Yes [ ] b. No [ ]
2. If yes, through which medium?
a. Print media [ ] b. Broadcast media [ ] c. Social media [ ] d. Others [ ]
3. What are the factors that determine your voting decision?
a. Money [ ] b. Campaign [ ] c. Advertisement [ ] d. Aspirant records [ ]
4. Do you understand political whatsapp advertising messages as mean of convincing voters choice of candidates?
Yes ( ) No ( )
5. What is your perception of political whatsapp message?
a. Very effective [ ] b. Effective [ ] c. Average [ ] d. Low [ ]
6. How would you rate the impact of political whatsapp messages on your choice of candidate?
a. Very high [ ] b. High [ ] c. Average [ ] d. Low [ ] e. Very low [ ]
SECTION B
KEYS
Strongly agreed (SA) Agreed (A) Neutral (N) Disagree (D) Strongly Disagree (SD)
	S/N
	STATEMENT
	SA
	A
	N
	D
	SD

	6.
	Ethnicity of the aspirant determine the Voting Decision of Electorates
	
	
	
	
	

	7.
	No better choice determine the Voting Decision of Electorates
	
	
	
	
	

	8.
	Political party of the aspirant Determine the Voting Decision of Electorates
	
	
	
	
	

	9.
	Political advert campaign Determine the voting Decision of Electorates.
	
	
	
	
	

	10.
	Political advert campaigns determine the voting decision present whatsapp messages
	
	
	
	
	

	11.
	Political advert campaigns present the manifesto of political aspirants
	
	
	
	
	

	12.
	Political whatsapp messages are persuasive
	
	
	
	
	

	13.
	Political whatsapp messages are appealing
	
	
	
	
	

	14.
	Political whatsapp messages are deceptive
	
	
	
	
	





SECTION C
Kindly tick (√) the appropriate box to indicate your answer in the question
15. Age
a. 18-25 [ ] b. 26-35 [ ] c. 36-45 [ ] d. 46 above [ ]
16. Sex
a. Male [ ] b. Female [ ]
17. Occupation
a. Civil Servant [ ] b. Private Employee [ ] c. Self Employed [ ] d. Others (specify) 
18. Marital Status
a. Married [ ] b. Single [ ] c. Divorced [ ] d. Widowed [ ]
19. Level of Education
a. Primary [ ] b. Secondary [ ] c. Tertiary [ ] d. Non formal [ ]
20. Religion
a. Islam [ ] b. Christianity [ ] c. Others (specify) ............

